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EXPLORING LOYALTY OF GENERATION X 
IN A RETAIL STORE CONTEXT
Despite the increased interest in consumers pertained to Generation X, 
there is still much that is not understood about this particular market segment. 
In particular, this refers to their retail-related behaviour as well as the satisfac-
tion and loyalty of customers in traditional brick and mortar retail environment. 
The purpose of this paper is to expand the knowledge base about Generation 
X’s retail store attitudes and retail behaviour in order to identify their loyalty 
in a retail store context. For that reason, an empirical research was carried out 
using a convenience sample of 153 Generation X members from the Dubrovnik-
Neretva County during the period from June 1 to October 1, 2016. To analyse 
the data, ordinal logistic regression and ANOVA methods were used. The results 
revealed that several variables were found partially statistically signiÞ cant, i.e. 
retail service quality, retail store quality, product price, product assessment, re-
tail store format and frequency of purchase. This paper provides a framework 
for an improved understanding of Generation X as consumers and their overall 
store experience. Moreover, it contributes to the existing literature by providing 
new insights into the loyalty of Croatian Generation X consumers.
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1. INTRODUCTION
Consumers are often segmented by using their age as a key distinctive char-
acteristic. In that context, generational cohort theory posits that each generation is 
characterized by somewhat predictable traits that are directly attributable to events 
happening during their formative years (Benckendorff and Moscardo, 2013, p. 
135). Realised in broader terms, a generational cohort is often deÞ ned as a group of 
people born in the same era who have experienced a common social, political, his-
torical, technological and economic environment (Lantos, 2015) that affects their 
collective behaviour (Martins, Yusuf and Swanson, 2012), and also creates values 
that remain relatively unchanged throughout their lives (Schewe and Meredith, 
2004). Therefore, generational differences among consumers reß ect similar val-
ues shaped by social and economic experiences (Solomon, Russell-Bennett and 
Previte, 2013). 
In this paper, we focused on Generation X, also known as “Baby Buster”, 
“Generation 2000”, “the cable generation”, and “the post baby-boomers” (Burke, 
1994). Although the precise boundaries of Generation X are still being debated, 
it mainly refers to individuals born between the years 1965 and 1980 (Feyerherm 
and Vick, 2005; Gibson, Regina and Edward, 2009; Lyons, Schweitzer and Ng, 
2015; Cleveland and Hanscom, 2016). However, in this sense, scientists have also 
indicated some other time intervals that cover the range from 1961 to 1985 for 
this generation (Gur u, 2012; Ritchie, 1995; Appelbaum, 2005). In the context of 
Generation X, the majority of previous research is related to their lifestyle and atti-
tudes, organisational and workplace issues and the style of communication (Smith, 
2013; Williams, 2005; Jorgensen, 2003, Bova and Kroth, 2001; Cheah, Chong, Yeo 
and Pee, 2016). 
Understanding Generation X consumers’ retail behaviour is important for 
both retailers and marketers in order to approach this segment more successfully. 
In particular, retailers are aware of the importance of customer satisfaction on the 
outcome of their marketing and commercial strategies. The adaptation of the retail 
offer to the consumer’s expectation leads to satisfaction, which is a crucial deter-
minant of retail success (Theodoridis and Chatzipanagiotou, 2009). Nowadays, in 
the ever-changing retail environment, understanding customer satisfaction and the 
factors affecting satisfaction is an imperative for retailers. In order to anticipate 
satisfaction with a retail store and its offer, it is crucial to consider whether the 
store meets the expectations of the speciÞ c consumer segments in terms of at-
tributes. 
Despite the existing literature on store loyalty, there is a lack of studies that 
are examining the Generation X satisfaction and loyalty in the Croatian retailing 
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context. Therefore, the main goal of this paper is to add new Þ ndings to the existing 
literature, to explore the main characteristics and purchase habits of Generation X 
in Croatia and to deÞ ne the elements that inß uence building loyalty in retail stores. 
This paper is organized into Þ ve sections. Following the introduction, the continu-
ing second section comprehends and considers the bodies of literature associated 
with the Generation X characteristics and their retail-related behaviour. The re-
search methodology and data analysis are presented in the third section, whereas 
the fourth section brings the research results. Finally, the last section provides 
conclusions as well as research limitations and propositions for future work.
2. LITERATURE REVIEW
It is often emphasised that age groups must be understood for their speciÞ c 
needs and situations in their role as consumers (Moschis, Curasi and Bellenger, 
2004). That way, retailers are able to design convenient marketing and commercial 
strategies to target particular market segment. However, Gen X is a challenging 
group to target considering that this segment has been put as “anti-advertising” 
(Ewing and Caruana, 1999) and more sceptical than any other group (Dunne, 
Lusch and Carver, 2014). Additionally, they reject any segmentation and market-
ing techniques that attempt to generalise their characteristics (Leung and Taylor, 
2002). Apart from being sceptical of modern advertising (Williams, 2005), Gen 
Xers remain suspicious of marketing and media campaigns even as they embrace 
products and services that meet their needs (Barber, Dodd and Ghiselli, 2008).
Broadly speaking, members pertaining to Generation X focus on them-
selves rather than society (Boyd, 2010), and they care about the opinions of others 
(Lissitsa and Kol, 2016). They are unwilling to make changes and therefore Þ nd 
it difÞ cult to establish secure jobs (Wyn, 2012), which may affect or limit their 
retail-related behaviour. Similarly, Brown (2012) and Araujo and Oliveira (2017) 
stress that Generation X “work to live rather than live to work”. However, they tend 
to have more awareness toward their needs for Þ nancial planning (Safari, Mansori 
and Sesaiah, 2017) and are most likely to look for the lowest cost item or for the 
discount (Ordun, 2015).
In addition, members of Generation X are very motivated to search for pur-
chase-related information (Ordun, 2015), especially online (Barber et al., 2008). In 
that context, they do more online shopping in comparison to the Baby Boomers 
(Dhanapal, Vashu and Subramaniam, 2015) and demonstrate a strong preference 
for Internet-only retailers (Brosdahl and Carpenter, 2012). It is important to note 
that Generation X consumers are highly affected by technology, diversity and 
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choices, what leads to seemingly paradoxical and elusive behaviours when we look 
at their buying patterns (Hoffrichter, Wildes and Parks, 1999). In the context of 
extreme buying behaviour pattern, Valkeneers and Vanhoomissen (2012) note that 
Generation X seems to be prone to impulsive buying.  
It is generally accepted that customer’s satisfaction with the store is one 
of the most important drivers of loyalty to the particular store (McDougall and 
Levesque, 2000; Martinelli and Balboni, 2012). In the context of Generation X, 
few researchers have addressed the issues of their satisfaction and loyalty. Yang 
and Lau (2015) found that the members of the Generation X were value-cen-
tred when building loyalty. When we compare the characteristics of Generation 
X and Generation Y, Reisenwitz and Iyer (2009) highlighted that members of 
Generation X were more at risk of adverse behaviour and had greater brand/
product loyalty than members of Generation Y. In addition, according to Cleff, 
Huijnen and Walter (2016), members of Generation X showed a high probabil-
ity to buy brand extensions. With regard to retail format preferences, desired 
retail attributes, satisfaction and loyalty, members of the Silent Generation were 
signiÞ cantly more satisÞ ed when compared to Baby Boom and Generation X 
consumers (Brosdahl and Carpenter, 2012). 
In general, the variables that have the most inß uence on customer satisfaction 
are mostly related to the various store attributes such as the physical environment 
of the store, in-store convenience, personnel, atmosphere, product variety, assort-
ment, quality and pricing policy (Martinez-Ruiz, Jimenez-Zarco and Izquierdo-
Yusta, 2010). In that context, previous studies have also identiÞ ed different moder-
ating variables such as age, gender, education, income, etc. (Mittal and Kamakura, 
2001; Seiders, Voss, Grewal and Godfrey, 2005). The majority of studies have 
demonstrated a positive relationship between store loyalty and both consumer sat-
isfaction and store atmosphere (Francioni, Savelli and Cioppi, 2018). Therefore, 
the main hypothesis is stated as follows: the loyalty of Generation X depends on 
their satisfaction with the dimensions of the retail stores as well as purchasing pat-
terns, and their socio-demographic characteristics.
3. METHODOLOGY AND DATA ANALYSIS
This paper follows Feyerherm and Vick (2005), Gibson et al. (2009), Ordun 
(2015), and Cleveland and Hanscom (2016) deÞ nition of Generation X, i.e. fo-
cusing on the individuals born between 1965 and 1980. Empirical research was 
conducted using a convenience sample of 300 members of the Generation X stem-
ming only from the Dubrovnik-Neretva County during the period from June 1 to 
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October 1, 2016 through personal interviews with consumers that were approached 
once they had made their purchase. In order to avoid any potential biases, mea-
surements were taken during different parts of the day (in the morning, afternoon 
and evening) and throughout different days of the week. Of the initial sample, 153 
questionnaires were utilized for further analysis. The sample proÞ le is summa-
rized in Table 1.
Data were collected through a highly structured questionnaire based on 
the literature review and the previously done research in the Þ eld (Mihi , 2006; 
Mihi  and Kursan, 2010). The questionnaire consisted of four parts. The Þ rst 
part analysed six dimensions that were focused on the satisfaction of Generation 
X in a retail store context. These dimensions included retail service quality, 
retail store quality, store atmosphere, product assortment, product price and ad-
ditional services. Each dimension was structured of several items that presented 
attributes of customer satisfaction. In total, 36 elements were divided into six 
dimensions. 
Seven items were included in the Þ rst dimension of the retail service quality 
– RSerQ (courtesy of store personnel, helpfulness and sincerity of store personnel, 
education of store personnel, tidiness, efÞ ciency of store personnel and promptness 
at the cash registers – KMO=.582; =.691). The second dimension of the retail 
store quality (RStQ) consisted of seven items (store layout, cleanliness of store, 
store location, number of stores, store work hours, parking facilities and store ex-
terior appearance – KMO=.597; =.725). In the third dimension, we encompassed 
store atmosphere (SA), and comprised six items (in-store attractiveness, in-store 
atmosphere, scent, in-store aisle width, in-store ease of navigation and cash reg-
ister organization – KMO=.687; =.789). The fourth dimension, namely product 
assortment (PA), consisted of nine items (assortment, product quality, placement of 
products on shelves, selection of local products, selection of retail store brands, of 
bread and gourmet products and of fresh fruit and vegetables, selection of health 
products and selection of fresh meat – KMO=.723; =.785). The Þ fth dimension, 
product price (PR), included Þ ve items (price level, signage/readability, price cred-
ibility, frequency of price promotions and quality of the product on price pro-
motion – KMO=.650; =.775). Finally, the sixth element   named additional ser-
vices was composed of two items (bill payment and home delivery – KMO=.500; 
=.489). This part of the questionnaire included multiple choice questions using a 
Þ ve-point Likert scale (where 1=very dissatisÞ ed, 5=very satisÞ ed), where respon-
dents expressed the level of their satisfaction or dissatisfaction. 
The level of loyalty of Generation X was analysed in the second part of the 
questionnaire. It was measured using eight statements (i.e., I prefer to buy in this 
retail store; I’m a member of the customer loyalty programme; I’m satisÞ ed with 
the beneÞ ts of a loyalty programme; I’m satisÞ ed with the types and frequency 
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of rewards; I feel comfortable buying in this store; Store atmosphere evokes posi-
tive emotions; I will recommend the store; and It’s enjoyable to buy in this store 
– KMO=.780, =847). Likewise, the answers were offered on the Þ ve-level Likert 
scale (1=totally disagree, 5=totally agree). For the simplicity of data analysis and 
the explanation of the results, the loyalty statements were merged and recoded into 
3 degrees (values from 1 to 2.49 into code 3, from 2.5 to 3.49 into code 2 and those 
from 3.5 to 5 into code 1). 
The third part of the questionnaire  focused on purchasing patterns – what 
are the most visited retail store formats (this element included three items: the 
convenience store, supermarket, and hypermarket) and the frequency of purchase 
(including three items - daily purchasing, weekly purchasing or purchasing once 
in two weeks). Socio-demographic information (i.e. gender, level of education, oc-
cupation and personal monthly income) was included in the last part of the ques-
tionnaire.




 – RSerQ (Retail Services Quality)
X
2
 – RStQ (Retail Store Quality)
X
3
 – SA (Store Atmosphere)
X
4
 – PA (Products Assortment)
X
5
 – PR (Product Price)
X
6
 – RSF (Retail Store Format)
X
7









– personal monthly income
0
 – evaluated parameters (intercept term)
j
 – estimated coefÞ cients for predictor variables
Ordinal logistic regression examines the odds that a dependent variable (ED) 
will get for the values j or less regarding the values greater than j, respectively:
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In order to deÞ ne the loyalty of Generation X with regard to the previous-
ly mentioned dimensions, Ordinal Logistic Regression was applied using the 
Statistical Package for Social Sciences (SPSS, version 23.0). 
4.  RESEARCH RESULTS
The frequencies of all the above-mentioned variables are shown in Table 1.
Table 1 
VARIABLES IN THE MODEL
Dependent variable Frequency Percentage (%)
Loyalty
    Yes (1)
    Yes/No (2)








a) Demographic characteristics Frequency Percentage (%)
Gender
     Male (2)






     Primary school or less (1)
     Secondary school (2)
     Bachelor degree (3) 
     Graduate degree (4)











Monthly income in HRK1 mont.inc.
     under 3,000 (1)
     3,001-4,000 (2)
     4,001-6,000 (3)
     6,001-8,000 (4)
     8,001-10,000 (5)













1  HRK stands for Croatian Kuna. In January 2016 exchange rate of EUR 1 to HRK was 7.515 
(https://www.hnb.hr/en/web/guest/core-functions/monetary-policy/exchange-rate-list/exchange-
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b) Satisfaction
Retail Services Quality RSerQ
     1 – Very dissatisÞ ed
     2 – DissatisÞ ed
     3 – Neither dissatisÞ ed nor satisÞ ed
     4 – SatisÞ ed
     5 – Very satisÞ ed
Retail Store Quality RStQ
     1 – Very dissatisÞ ed
     2 – DissatisÞ ed
     3 – Neither dissatisÞ ed nor satisÞ ed
     4 – SatisÞ ed
     5 – Very satisÞ ed
Store Atmosphere SA
     2 – DissatisÞ ed
     3 – Neither dissatisÞ ed nor satisÞ ed
     4 – SatisÞ ed
     5 – Very satisÞ ed
Products Assortment PA
     2 – DissatisÞ ed
     3 – Neither dissatisÞ ed nor satisÞ ed
     4 – SatisÞ ed
 Product Price PR
     1 – Very dissatisÞ ed
     2 – DissatisÞ ed
     3 – Neither dissatisÞ ed nor satisÞ ed
     4 – SatisÞ ed














































Retail Store Format RSF
     1 – convenience store
     2 – supermarket
     3 – hypermarket
Frequencies of Purchase FoP
     1 – daily
     2 – once a week














The frequencies and percentages of dependent and independent variable(s) 
are summarized in Table 1. The results suggest that only 15.2% of the respondents 
rate-list, accessed January 30th 2017.).
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are the loyal ones, whereas the rest of the respondents are either neutral (53.7%) 
or disloyal (31.1%). With regard to the gender structure, approximately 55% of 
the respondents were female. The educational structure showed that more than a 
third of the respondents (35.9%) completed secondary school, whilst the majority 
of them were highly educated (62.1%). For approximately 76% of the respondents, 
monthly income was above 4,001 HRK. As regards customer’s satisfaction, it can 
be noted that two-thirds of the respondents were satisÞ ed with the retail service 
and store quality, while 60% of them were satisÞ ed with the store atmosphere. 
Almost 57% of the respondents were satisÞ ed with the product assortment and 
36.6% with the product price. When we take a closer look at the variables, it can be 
found that around one-third of respondents are indifferent. The only exception is 
the variable product price with almost 60% of identiÞ ed indifferent consumers. In 
addition, approximately 90% of consumers buy in large stores (supermarkets and 
hypermarkets). Moreover, half of them buy once a week, while 45% of them make 
purchases on a daily basis.
Before proceeding with the partial coefÞ cients testing, the reliability and the 
validity of the model were examined. The indicators of the model-Þ tting informa-
tion are presented in Table 2. The difference between the two log likelihoods – the 
chi-square – has a perceived signiÞ cance level of less than 0.05. This indicates that 
the null hypothesis, which states that the model without predictors is as good as the 
model with predictors, can be rejected. 
Table 2 
MODEL – FITTING INFORMATION
Model -2 Log Likelihood Chi-Square df Sig.
Intercept Only 192.574




The test results of parallel lines are presented in Table 3. The column Sig. 
shows the p-value for the assumption of the test of the parallel lines. The p-value 
is found to be above 0.05 (0.187) suggesting that the test is not statistically signiÞ -
cant and the parallel lines assumption has not been violated, therefore regression 
analysis can be continued.
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Table 3 
TEST OF PARALLEL LINES
Test of Parallel Lines -2 Log Likelihood Chi-Square df Sig.
Null Hypothesis 101.577 31.666 25 .187
General 69.911
Source: Authors’ research
The goodness-of-Þ t-statistics are shown in Table 4. As it can be observed, 
goodness-of-Þ t measures are not statistically signiÞ cant. Therefore, it can be con-
cluded that the model is Þ tting. It was found that the levels of signiÞ cance are 
above 0.05, which indicates that there is no statistically signiÞ cant difference 




Pearson 87.994 97 .081
Deviance 74.401 97 .115
Source: Authors’ research
Given that the model fulÞ ls all adequacy tests, coefÞ cients for predictor vari-
ables have been estimated (Table 5).
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Table 5 
PARAMETERS ESTIMATES FOR THE MODEL
Estimate Std. Error Wald df Sig.






Threshold [Loy = 1] 36.319 1.298 782.824 1 .000 33.775 38.864
[Loy = 2] 40.341 1.447 777.370 1 .000 37.505 43.177
Location
[RSerQ=1] 19.716 5515.892 .000 1 .997 -10791.2 10830.6
[RSerQ=2] 18.869 5.298 12.686 1 .000 8.486 29.253
[RSerQ=3] 21.166 1.088 378.289 1 .000 19.033 23.299
[RSerQ=4] 19.559 .000 . 1 . 19.559 19.559
[RSerQ=5] 0a . . 0 . . .
[RStQ=1] 20.700 3683.224 .000 1 .996 -7198.28 7239.68
[RStQ=2] 1.618 2604.433 .000 1 1.000 -5102.97 5106.21
[RStQ=3] 19.358 .508 1453.679 1 .000 18.363 20.354
[RStQ=4] 16.869 .000 . 1 . 16.869 16.869
[RStQ=5] 0 . . 0 . . .
[SA=2] 31.095 1744.278 .000 1 .986 -3387.62 3449.81
[SA=3] 15.617 .781 399.766 1 .455 14.086 17.147
[SA=4] 16.739 .000 . 1 . 16.739 16.739
[SA=5] 0a . . 0 . . .
[PR=1] 20.316 3189.766 .000 1 .995 -6231.50 6272.14
[PR =2] 17.728 1.477 144.097 1 .000 14.834 20.623
[PR =3] 14.725 .514 819.907 1 .000 13.717 15.733
[PR =4] 15.733 .000 . 1 . 15.733 15.733
[PR =5] 0 . . 0 . . .
[PA=2] 15.522 2604.433 .000 1 .995 -5089.07 5120.11
[PA=3] 2.131 .499 18.194 1 .000 1.152 3.110
[PA=4] 0 . . 0 . . .
[RStF=1] 1.242 .805 2.380 1 .123 -.336 2.821
[RStF=2] 1.341 .654 4.202 1 .040 .059 2.624
[RStF=3] 0 . . 0 . . .
[FoP=1] 3.258 1.255 6.741 1 .009 .798 5.717
[FoP=2] 2.121 1.219 3.030 1 .082* -.267 4.510
[FoP=3] 0 . . 0 . . .
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Estimate Std. Error Wald df Sig.







[gender=1] .889 .810 1.205 1 .272 -.698 2.475
[gender=2] 0a . . 0 . . .
[edu.=2] 2.601 5.007 .270 1 .604 -7.214 12.415
[edu. =3] 4.494 5.100 .777 1 .378 -5.501 14.489
[edu .=4] .247 4.990 .002 1 .961 -9.533 10.028
[mont. inc.=1] 13.566 7138.607 .000 1 .998 -13977.8 14004.9
[mont. inc.=2] -5.828 5.441 1.147 1 .284 -16.492 4.837
[mont. inc.=3] -2.561 5.220 .241 1 .624 -12.792 7.670
[mont. inc =4] -3.868 5.266 .540 1 .463 -14.188 6.453
[mont. inc= 5] -5.937 5.318 1.246 1 .264 -16.359 4.485
[mont. inc.=6] 0a . . 0 . . .
Link function: Logit.
a. This parameter is set to zero because it is redundant.
*p<0,1
Source: Authors’ research
The estimated coefÞ cients that were statistically signiÞ cant were considered 
for the proper data interpretation. If the estimated coefÞ cient was found as posi-
tive, it suggested that the variable was associated with the higher category of the 
dependent variable and vice versa. In this case, the higher category of the depen-
dent variable Loy (loyalty) implies that the particular respondent is not loyal. In 
this model, the following variables were found to be partially statistically signiÞ -
cant: retail service quality, retail store quality, product price, product assessment, 
retail store format and frequency of purchase (Table 5).
For the variable retail service quality, reference category includes consum-
ers who are very satisÞ ed with the retail service quality. Estimated coefÞ cients 
for consumers who are not satisÞ ed and the ones who are neither dissatisÞ ed nor 
satisÞ ed were found to be statistically signiÞ cant and positive. This means that 
consumers who are dissatisÞ ed but also neither dissatisÞ ed nor satisÞ ed with the 
retail service quality are 18.9 times and 21.2 times, respectively more likely to be 
disloyal when compared to those consumers who are very satisÞ ed.
Reference category for the variable retail store quality includes those con-
sumers who are very satisÞ ed with the retail store quality. The estimated coef-
Þ cient for the consumers who are neither dissatisÞ ed nor satisÞ ed was found to 
be statistically signiÞ cant and positive. It suggests that consumers who are neither 
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dissatisÞ ed nor satisÞ ed with the retail store quality are 19.4 more times likely to 
be disloyal when compared to those who were very satisÞ ed.
The estimated coefÞ cient for the variable product assortment was found to 
be signiÞ cant and positive for those consumers who are neither dissatisÞ ed nor 
satisÞ ed with product assortment. Therefore, consumers who are neither dissatis-
Þ ed nor satisÞ ed are 2.1 times more likely to be disloyal compared to those who 
are very satisÞ ed.
For the variable product price, referent category consists of those consumers 
who are very satisÞ ed with the product prices. For consumers who are dissatisÞ ed 
and for those who are neither dissatisÞ ed nor satisÞ ed, estimated coefÞ cient was 
found to be statistically signiÞ cant and positive. This implies that consumers who 
are not satisÞ ed and those who are neither dissatisÞ ed nor satisÞ ed with product 
prices are 17.7 times, and 14.7 times, respectively more likely to be disloyal when 
compared to those consumers who are  very satisÞ ed.
Furthermore, the variable retail store format was statistically signiÞ cant for 
the category of supermarkets. Referent category is large stores, i.e. hypermarkets. 
This would appear to indicate that supermarket consumers are 1.3 times more 
likely to be disloyal when compared to hypermarket consumers. 
Finally, for the variable frequency of purchase referent category formed con-
sumers who buy once in two weeks. Estimated coefÞ cients were found to be statis-
tically signiÞ cant and positive for consumers who make their purchases on a daily 
and weekly basis. In other words, consumers who buy on a daily and weekly basis 
are 3.3, and 2.1 times, respectively, more likely to be disloyal when compared to 
those consumers who purchase products once in two weeks. When considering the 
above mentioned results, it can be concluded that the hypothesis has been partially 
conÞ rmed, i.e. the retail service quality, retail store quality, product price, product 
assessment, retail store format and frequency of purchase inß uence  loyalty build-
ing among Generation X in Croatia.
5. CONCLUSIONS
As it was previously noted, the literature offers limited understanding of 
Generation X’s consumer behaviour in traditional retail stores. To our knowledge, 
this is the Þ rst study dealing with Generation X in retailing context in Croatia. The 
most striking result that has emerged from the data is that almost one-third of the 
members of Generation X are indifferent consumers who feel disinterested in the 
satisfaction with retail stores. Moreover, almost half of them feel indifferent to-
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wards some retail dimensions, such as product assortment and its price. Therefore, 
these Þ ndings point to customer disloyalty and the need to use different marketing 
approaches. Additionally, it was found that Generation X consumers who dem-
onstrate a strong preference for supermarkets and buy regularly (daily or weekly) 
have a higher likelihood of being disloyal. 
These insights may be useful for retail managers and marketers who ap-
proach the Generation X consumers. Nowadays, the differentiation of the retail 
stores constitutes a crucial element in a retailer’s success. Diverse store attributes 
will contribute to the differentiation of that store from its competitors. By im-
proving retail services, store quality, product assortment and pricing, indifferent 
consumers could be converted into satisÞ ed ones. This would serve as a solid base 
to enhance consumer’s loyalty in the retail store context. Additionally, customer 
satisfaction in a retail setting may result in several important outcomes, including 
customers’ repatronage intentions, sales performance, and loyalty. Through a bet-
ter understanding of their behaviour, both retailers and marketers will be able to 
develop retail strategies to improve their services and to better satisfy the needs 
and requirements of this generational cohort. As a result, Generation X consumers 
will be better targeted and the overall retail experience will be enhanced. 
However, these Þ ndings should be considered in the light of their own limi-
tations. Given that the convenience sample was used, the results should be taken 
only as indicative. With regard to a sample selection, the research was conducted 
in one Croatian county, in the very south territory of Croatia, which possibly limits 
the representativeness of the sample and the Þ nal generalisation of the Þ ndings. 
Furthermore, issues related to purchasing behaviour of Generation X in an online 
retail setting have not been addressed in this paper, but they do deserve future 
investigations. Finally, additional limitations also refer to the lack of previous re-
search of the Generation X consumer behaviour in Croatia, and the time frame of 
this research. Consequently, it was not possible to compare the results with the non-
existing similar (previous) studies relating to this generational cohort in Croatia.
To satisfy the needs of any future research, the sample should be extended by 
including other Croatian counties and research should be conducted over a longer 
period of time. That way, certain similarities and differences of retail buying be-
haviour of Generation X in Croatia could be identiÞ ed. Thus, in order to generalize 
such Þ ndings, future research should focus on respondents’ selection and it should 
include a wider geographic area. In addition, further research should focus on 
online purchasing behaviour of Generation X. Despite its limitations, this paper 
makes a valuable contribution to the existing literature by providing new insights 
into the level of loyalty of the consumers of the Croatian Generation X. In addi-
tion, this research results could be helpful when dealing with future studies on this 
topic, particularly in the context of Croatian retail environment.  
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ISTRAŽIVANJE ODANOSTI GENERACIJE X 
U MALOPRODAJNOM OKRUŽENJU
Sažetak
Unato  pove anom interesu za potroša e koji pripadaju generaciji X, postoji još puno ne-
poznanica o ovom tržišnom segmentu. To se posebice odnosi na njihovo ponašanje u kupnji te 
zadovoljstvo i odanost tradicionalnim prodavaonicama. Svrha je ovog rada proširiti saznanja o 
stavovima generacije X koji se odnose na osnovna obilježja prodavaonica i njihovo ponašanje u 
maloprodajnom okruženju s ciljem deÞ niranja razine njihove odanosti. Iz tog je razloga provede-
no empirijsko istraživanje na prigodnom uzorku od 153 pripadnika generacije X iz Dubrova ko-
neretvanske županije u razdoblju od 1. lipnja do 1. listopada 2016. Za analizu podataka korištene 
su ordinalna logisti ka regresija i ANOVA. Rezultati istraživanja ukazali su na nekoliko djelomi -
no statisti ki zna ajnih varijabli, tj. kvalitetu maloprodajne usluge, kvalitetu prodavaonice, cijenu 
proizvoda, procjenu proizvoda, maloprodajni format i u estalost kupnje. Ovaj rad pruža okvir za 
bolje razumijevanje generacije X kao potroša a i njihovog cjelokupnog iskustva u prodavaonici. 
Tako er, rad pridonosi postoje oj literaturi pružaju i nove uvide u odanost hrvatskih potroša a 
generacije X.
Klju ne rije i: Generacija X, prodavaonica, zadovoljstvo kupaca, odanost, hrvatski potro-
ša i.
